CUMULATIVE INDEX 


To help you locate subjects, authors, and articles, we 
have published two separate indexes for 1988. 


Subject Index lists subject terms for all articles in the 
1988 American Demographics. 


Author-Title Index lists ail authors and the title of 


their articles. 


All references are by month and page number; thus, 
“Ja/23” refers to the January issue, page 23. 


SUBJECT INDEX 


ACVA Atlantic, Ja/21 
ADI Networks, S/20 


Adoption of foreign chil- 
dren: 
costs, Mr/40; post- 
adoption needs, Mr/41, 
56; South Korean chil- 
dren, Mr/40-41 


Adult education, F/41, Ap/18 


Adults: 
population growth, D/ 
18; income, discretion- 
ary, D/18 (See also Ma- 
ture adults) 


Advanced Living Systems, 
Ag/19 


AdVantage Marketing, S/18- 
19 


Adventure Travel, Ag/40-41 


Advertising Media: 
proliferation, D/8; tar- 
geting strategies, D/8 
(See also individual me- 
dia) 

Affluent market, F/20-21, 
My/20, Je/21, JI/22, N/ 
14-15 


Affluent Market Factbook, J\V/ 
22 

Aging, trauma of, My/64 

AIDS: 
attitudes towards, Ap/ 
13; international impact, 
Ap/56; public percep- 
tions, Ap/13; statistical 
modeling, Ap/8; survey 


techniques, Ap/8; treat- 
ment program for art- 
ists, Ap/30-31 

Airports: 
economic benefits, F/ 
42-45, 60-61; hub-and- 
spoke systems, F/44-45, 
60-61 


Alabama, Gulf Coast devel- 
opment, Ja/55-56 


Alcohol beverage consump- 
tion, JI/18, D/20 

Aliens: 
countries of origin, S/ 
25-26; destinations, S/ 
24-27, 59-60; visa 
types, S/23 

Aliens, illegal: 
consumer market, My/ 
52-53; data collection, 
$/42-43; occupations, 
My/53; population esti- 
mates by state, S/42-43; 
social impact, S/43 


Allentown, Pennsylvania, N/ 


Alternative papers, 0/48 


American Council of Life In- 
surafive, Ja/59 


American Economic Asso- 
ciation, Ja/6 


American Guide Services, JI/ 


American Health, Ag/15-16 
American Health Publication. 


American Housing Survey 
My/10 


American Institute of Archi- 
tects, Ag/19 


American Passage Media 
Corporation, $/20, D/22 


American Research, Mr/20 


American Society for Medi- 
cal Technology (ASM7), 
Ap/21 


American Society of Clinical 
Pathologists (ASCP), 
Ap/21 


American Society of Plastic 
and Reconstructive Sur- 
geons, F/20 


American Sports Data, N/20 


American Trucking Associa- 
tion, Mr/21 


American Visions, 0/20 
Amish, Je/48-49 

Anheuser-Busch, Mr/18 
Antiques market, My/27 


Apartments, leased for busi- 
ness travel, JI/21 


Appliance, Mr/19 


Arizona: 
water needs, S/30-32; 
water planning, S/31-32 


Art, wildlife: 
artistic credibility, D/46- 
47; market growth, D/ 
45-46 


Artists: 
health-service needs 
Ap/30-31, 61; income 
Ap/30; workplace, Ap/30 


Arts organizations: 
fund-raising strategies, 
Je/36-37; targeting mar- 
kets, Je/19; telemarket- 
ing, Ji/20 

Asia: 
economic conditions, JI/ 
28-31, 59-61; house- 
hold appliance market, 
JI/58-59; trade with 
U.S., JI/31, 59-61; 
women's roles, JI/58-59 


Asian-Americans: 
business ownership, 
Ag/35-37, 59; busi- 
nesses by metropolitan 
area, Ag/36; immigra- 
tion dy ethnic group, 
Ap/16, 57; role in com- 
munications with Asia, 
D/13 


Astrology, S/37 


Atlanta, Georgia: 
airport facilities, F/45; 
economic growth, F/45 


Atlantic City, New Jersey: 
economic conditions, 
Mr/51-52; gambling in- 
dustry, Mr/51; tourism, 
Mr/51 


Atlantic Coast states: 
economic conditions, 
Mr/6-7; per capita in- 
come, Mr/6-7 


Atlantic Community College, 
Mr/20 


Audi of America, S/21, 0/50- 
51 
Automated teller machines, 


Automobile industry: 
aftermarket, JI/39-41; 
characteristics of buy- 
ers, D/19; do-it-yourself 
maintenance, JI/40-41; 
household expenditures 
on, S/16; targeting 
women, N/28-31 


Automotive Marketing, Mr/ 
21, JI/39-40 


Baby-boom generation: 
charitable giving, Je/35- 
37, 58-59; families, S/2; 
lifestyle segmentation, 
My/24-27; middle-ag- 
ing, Ji/2; New Age be- 
liefs, S/34-37, 60; retire- 
ment, F/2; values, JI/2 


Baby boomlet, D/62 
Baby-food market, Je/18-19 


Baltimore, Maryland: 
deve;opment, Ap/50; 
ethnic groups, Ap/50 


Banks: 
customer services, Ap/ 
15-16; marketing to 
young adults, S/54; 
one-stop banking, Ap/ 
15-16 

Bantam Books, F/20 


Barrett Outdoor Communi- 
cation, JI/48 

Battelle Memorial Research, 
Mr/18-19 

Baylor University, D/21 

Beef, consumption of, My/ 
21 


Beer industry, N/54 
imported vs. domestic 
beers Ap/45; mi- 
crobreweries, Ap/45-47 


Ben and Jerry’s Homemade 
Ice Cream, F/58 


Berenter Greenhouse and 
Webster, My/22 


Best Buy Superstores, My/ 
53 


Beta Research Corporation, 
Beverage Marketing, Ap/18- 
19 


Beverage Marketing Corpo- 
ration, 0/19 


Bible: 
marketing, D/6; readers, 


Billboards (See Outdoor ad- 
vertising) 

Birthday presents, Ag/21 

Births: 
cesarean, D/13-14; mul- 
tiple, JI/15; projections, 
D/63 


Blacks: 
greeting cards, N/20; 
households, Ap/36-37; 
income, household, Ap/ 
34-37; labor force par- 
ticipation, Ap/37; maga- 
zines for, 0/20; market- 
ing to, Ag/20; marriage 
rates, N/23-24; media 
consumption, JI/15-16; 
military service, Je/33; 
recruitment of black 


students, Mr/19-20; vot- 


ing behavior, N/18 


Blind persons: 
income, JI/16; tax re- 
turns, JI/16 


Blues: 
record sales, N/49; use 
in advertising, N/49-51 


Boating: 
demographic character- 
istics of boaters, JI/6; 
slip shortage, JI/52-53 


Bob Hope International 
Heart Research Insti- 
tute, S/18 (See also 
Sailboating) 


Bookstores, religious, Ag/ 
30-31 


B.0.0.M.E.R.S. , Je/35 


Boys Clubs: 
demographic data use, 
My/47; demographic 
mapping, My/47 


Brand loyalty, My/21 


Bruskin, R. H., Ja/21, 23, F/ 
20, My/20, S/36, 0/18, 
N/18-19, D/20-21 


Buckingham-Wile, D/20 
Burgers Direct, N/42-43 
Builders, JI/13-15 

Building design, Ap/2 
— K.ng Corporation, Ja/ 


Business (See particular 
business and Home- 
based business) 


Business climate, by state, 


Business Communications 
Co., F/23 


Business owners: 
affluence, N/14-15; by 
ethnic group, Ap/38-41; 
income, Ap/41; indus- 
tries, Ap/41; investment 
sources, Ap/40 


Business start-ups, Ap/40, 


C-MARKITS, S/51 


Cable television, Je/19-20, 
$/19-20, D/21 


Cable Television Advertising 
Bureau, S/19-20 


CACI, 0/56 
Cajun culture, My/45-47 


California: 
building code, Ap/2; 
ethnic diversity, D/16; 
growth restrictions, Ja/ 
54-55; population 
growth, JI/30; water 
planning, S/32; water 
supply, $/28-32 


Calorie Control Council, F/23 


Campbell Soup Company, 
Ja/22, My/2 


Campbell Microwave Insti- 
tute, S/21 


Canada News, My/54 
Canadians in Florida, My/54 


Cancer oi the breast, projec- 
tions, F/48-50 


Candy, 0/6 
Carillon Importers Limited, 


Carnival (cruise line), F/21 
Catalog international, My/23 
Catalog marketing, My/23 
Cats, D/2 

Cattle auctions, Je/50 
CD-ROM technology, N/56 
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Census, 1980: 
publications, My/15- 
16; timeliness of re- 
lease, My/15-16 

Census, 1990: 
adjustment, Je/2; enu- 
merator training, Mr/ 
54; housing statistics, 
My/10; mailback trial, 
Mr/54; questions, F/ 
10, Je/2; terminology, 
F/10 


Census Bureau: 
Center for International 
Research, Ap/8; ex- 
changes with Soviet 
Union, F/15-16; name 
recognition, My/18 

Cesarean sections, cost of, 
D/12-14 


Charleston, South Carolina: 
economic conditions, 
D/51; tourism, D/51 


Chelsea Consulting Group, 
Mr/21 

Chicago: 
demographic charac- 
teristics, F/6-8; innova- 
tive revenue sources, 
Mr/54; population 
growth, F/8 


Child care: 
availability, Ag/24; 
child-care workers, Ag/ 
24-25; day-care cen- 
ters, F/46-47; em- 
ployee-sponsored, Ag/ 
28, 58-59; family 
home care, F/46-47; 
parental preferences, 
F/46-47; types of care, 
Ag/24-26 

Child support, Mr/14 


Children: 
as research subjects, 
F/27-29, Ap/21; com- 
puter use S/38-41; 
consumption, F/31-32; 
educational attain- 
ment, Ag/10; financial 
services for, F/22; food 
preferences, F/22; 
interests, F/29-32; 
marketing to, F/32, D/ 
2; preference for fast- 
food, Mr/20-21; prod- 
ucts for, My/60 


Chilton Research Service, 
Mr/19, JI/39-40 


China: 
children’s market, Mr/ 
58; one-child policy, 
Mr/58 


Chinaware, pattern replace- 
ments for, F/22 

Choices (database), Ag/56 

Christians, born-again: 
demographic charac- 
teristics, Ag/30-31; 
lifestyle attitudes, Ag/ 
58; use of marketing 
techniques by, Ag/32, 
57-58 


Cities: 
classification systems, 
Mr/42-43; ranked by 
population, Mr/13-14 


Clairol, F/20 

Cleaners, household, My/22 

Clothing retail industry, JV/ 
20 


Coffee, Ja/22, Ap/18-19 


Cohabitation: 
attitudes towards, JI/ 
21; increase in, N/25- 
26; survey data, N/8 
Coldwell Banker, Je/44-46 
Collecting: 
collectibles, N/39-41, 
60; collectors, charac- 
teristics of, N/40; com- 
puter software, N/41 


College faculty: 
projected shortages, 0/ 
33-34; recruitment 
strategies, 0/35; sala- 
ries, 0/34 

Coslege presidents, S/14 

College Savings Bank, S/19 


College students: 
attitudes, D/14-15; 
consumption, Mr/20; 
freshmen, My/61; mar- 
ket size, S/20; market- 
ing to, Je/60-61; re- 
cruitment, Ji/21 

Colleges and universities: 
costs, Je/19; faculty 
publishing, JI/64; fi- 
nancing tuition, S/13; 
mascots, S/53-54 

Colorblindness, Ag/64 

Columbia, Missouri, N/52 

Commuting, Ja/18-19 

Compact discs, Mr/19 


Computer mapping: 
Atlas Graphics, My/47- 
48; GeoSight, Mr/48- 
49; Mapmaker, Ja/60; 
MAS1, F/56-57; of 
medical procedures, N/ 
48; software for Macin- 
tosh computers, Ja/60; 
Supermap, N/56; use 
by Boys Clubs, My/47- 
48 


Computer software: 
C-MARKITS, S/51; 
Choices, Ag/56; Hand- 
Shake/GDT; S/58-59; 
Market* America, 0/ 
56; name generators, 
Je/56-57; Names, Je/ 
56-57; SI-CHAID, Ap/ 
60; Stat-Packets, My/ 
58-59 (See also Com- 
puter mapping) 


Computers, personal: 
children’s use, S/38- 
41; market segmenta- 
tion, $/41 


Connecticut, motion picture 
industry in, Je/52 


Connecticut Mutual Life 
Insurance, D/10 


Congress, projected repre- 
sentation by state, S/ 
15-16 


Consolidated Media, Ap/19 


Consumer Automotive Re- 
pair Study (CARS), Jl/ 
39-41 


Consumer electronics, retail 
wars, My/53 


Consumer Expenditure Sur- 
vey (CEX), Ap/22-24 
Adolph Coors, Mr/18, N/54 


Copeland Griggs Produc- 
tions, Ag/18 


Cosmopolitan, Mr/18 


Cosmopolitan Report, Mr/ 
18-19 


Counties: 
data availability, Mr/8; 
data delivery, Mr/8 


Coupons: 
characteristics of us- 
ers, 0/20; market seg- 
mentation, My/60-61; 
use by blacks, Ag/26; 
use by Hispanics, Mr/ 
21 

Credit cards: 
affinity cards, Je/36, N/ 
6; donation linked, Ja/ 
23; for women, Ja/22: 
post-crash use, N/19 

Cruises, F/21 

Cruise Lines International 
Association, F/21 

Cunard (cruise line}, F/21 

Danbury, Connecticut, D/50 


Day-care, employee-spon- 
sored, My/16-18 


DDB Needham Worldwide, 
D8 


Debt, consumer: 
average household, Ja/ 
2; characteristics of 
debtors, Mr/10; 
growth, Mr/10; projec- 
tions, Mr/11 


Decision Research Corpo- 
ration, N/19 


Deer Park Spring Water, 9/ 
19 


DelWilber + Associates, F/ 
23, 0/51 
Demographers: 
job descriptions for, 
Je/38-39; recruiting, 
Je/38-39 
Demographics, business, 
D/16 


Direct Impact Video Associ- 
ates (DIVA), Ap/19 


Direct Marketing Associa- 
tion, My/20 


Disasters, beneficial effects, 
Ap/64 


Disease, incidence of, F/48- 
50 


Divorce, Ap/16, 0/22-26, N/ 
24 


Divorced people: 
children of, Ap/16; 
men, 0/24; remar- 
riages, 0/25-26; vs. 
widowed, 0/14; 
women, 0/2 

Dogs, D/2 

Do-it-yourself consumers: 
demographic charac- 
teristics, Mr/21; use of 
videotapes, Je/21 


Doctorates, S/14-15 
Donnelley Marketing, Mr/21 
Doodling, D/20-21 

Drackett Company, Ag/19 


Drug abuse, campaigns 
against, Je/18 


DUAL-COMM, Mr/8 


Dunn, Stephen & Associ- 
ates, JI/20 


Dutch Boy Paints, Ag/21 
Economic censuses, Ja/13- 


Economic Perspectives, Ag/ 
16 


Educational attainment: 
doctorates, S/14-15; 
earnings by level, F/10- 
12; employment, My/ 
12; high school gradu- 
ates by state, N/47; in- 
fluence of mother on 
child’s, Ag/10 


Education: 
earnings by field, F/10- 
12; role in national 
competitiveness, Ag/10 


Elderly: 

architectural needs, Ag/ 
19; ergonomic needs, 
Ag/19; exercise, Ja/21; 
health-care expendi- 
tures, F/16-18: health- 
care needs, My/35; in- 
store shopping, D/21; 
living arrangements, 
My/36-37; poverty, F/2; 
seasonal migration, D/ 
52; travel, Ap/20 

Elections, presidential, N/64 
(See also Adult educa- 
tion) 

Entertaining at home, Ap/20 

Entrepreneurs (See Busi- 
ness owners) 

Equitable Financial Compa- 
nies, Ag/1 

Ergonomig modeling, Ag/19 

Ernst & Whinney, JI/22 

Ethnic diversity, D/16 

Europe 
commercial reorganiza- 
tion, Je/54; economic 
conditions, JI/30; labor 
force, JI/30; lifestyle 
segientation, Je/54 

European Economic Com- 
munity, Je/54 


Executives: 
salaries, Ja/16, 18; so- 
cial class background, 
Mr/34-37; training, F/ 
41 (See also Business 
owners and Women 
executives) 

Exercise, N/20 

Families: 
children living at home, 
F/16; dual-earner, Ja/ 
34, Mr/24-26, JI/19; in- 
come, Mr/24-25; par- 
ticipation of members 
in the labor force, Mr/ 
25-26; size, My/15 

Far West region: 
employment, Mr/62; 
households, Mr/62; 
population growth, Mr/ 
62 


Farmers, direct marketing 
by, Je/43-44 


Fashion industry, Je/20, S/ 
20-21 


Fashion Channel (cable 
television), S/20-21 


Fast-food industry: 
advertising expendi- 
tures, Ja/28; children’s 
market, Mr/20-21; 
home delivery, N/42- 
43; local preferences, 
Ja/28-29; nutritional 
value of products, Ja/ 
22; market segmenta- 
tion, Ja/22; site selec- 
tion, N/43; vs. family 
restaurants, Je/14 


Federal Express, Ja/20 


Federal statistics programs: 
data policy, Je/8; need 
for modernization, Ja/ 
6; stress on system, 0/ 
8 


Fear in advertising, Je/15- 
16 

Fear in advertising, Je/15- 
16 


Federal Reseive Board, Ja/2 


FIND/SVP, Ja/22, F/20, Mrr/ 
13, JV/22 


Finger Lakes, New York, 
area: 
tourism, 0/49; wine 
production, 0/49-50 


FirstBorn Times, S/19 


Florida: 
agricultural products, 
F/52-54; Canadian re- 
tirees, My/54; immigra- 
tion from New York 
City, S/48-49; tropical 
fruit production, F/52- 
54 


Florida Hospital Centra- 
Health Network, D/22 


Food: 
bagels, F/22; Cajun, 
My/45-47, cereals, 
break‘ast, S/18; Chee- 
tos, Ap/21; children’s 
preferences, F/22: chile 
peppers, Ag/54: cost 
per household mem- 
ber, Mr/16; expendi- 
tures as percent of 
budget, S/16; Hawai- 
ian, S/45-47; health 
food, F/23, N/19-20; 
ice cream, F/58; life- 
style segmentation, 0/ 
2, 10; light tood, F/23; 
mature adult market, 
D/18; meat consump- 
tion, JI/10; Mex:can 0/ 
15-16; organically 
grown, Je/42-43; pref- 
erences by age group, 
Ag/14-15; take-out, Ja/ 
22, Ji/22-23; teen- 
agers’ preferences, S/ 
19; tropical fruits, F/52- 
54; watermelons, Ag/ 
52-54; women’s prefer- 
ences, D/22 (See also 
Fast-food industry and 
Health foods) 


Food and Wine, F/21-22 


Food Marketing institute, 
Ja/22, My/2, Je/41-42 


Food packaging, Ag/20 
Forecast, S/19 


Foreign-born population, 
da/14-15 (See also Ali- 
ens) 


Franchises, Ja/29 
Frommer, Arthur, F/21 
Fruit beverages, 0/19 
Funeral services, Ap/19 
— industry, My/24- 


Gallup Organization, Ja/22, 
$/19 


Gannett Outdoor Group, JI/ 
46-48 


Garbage, as demographic 
indicator, Je/13-14 


Gardening, Ap/20, Je/14-15 
Gays, Je/20-21 


General Foods, Ja/22, Ap/ 
47-48, My/21 


GeoSight, Mr/48-49 


Gerber Life Insurance Com- 
pany, My/23 


Glamour, Je/16, 60 


Goldring & Company, Mr/ 
20, Ap/20-21 


Golf, Ap/20 - 

Golf Digest, Ap/20 

Grand Circle Travel, Ap/20 
Grand View College, JI/21 
Graphic design, 0/40-41 
Graphically Speaking, N/20 
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Great Lakes region: 
employment, F/62; 
households, F/62; 
population growth, F/ 
62 


Greeting card industry, N/20 


Greyhound, 0/53-54 


Gwinnett County, Georgia, 
F/45 


Louis Harris and Associ- 
ates, My/22 


Hair products, S/20 
Harris Catalog Library, My/ 
23 


Harrison Owen Company, 
0/18-19 


Hartsfield Airport (Atlanta, 
Georgia), F/45 


HandShake/GDT, S/58-59 
Hanover Insurance, Mr/48- 


Hawaii: 
agricultural products, 
$/47; food, $/45-47 

Health care, home-based, 
My/37 

Health: 
promotions, Je/16; 
remedies, My/22; sta- 
tistics, Ap/8, S/10 


Heart attack victims, N/19 
Heart Corps, N/19 


Hedges, Michael, F/22, N/ 
18 


Highland Superstores, My/ 
53 


High-technology industries: 
definitions, My/40-41; 
geographic locations, 
My/40-41 


Hispanics: 
beef consumption, My/ 
21; beer consumption, 
N/54; birthrate, 0/16; 
coupon use, Mr/21; 
education, Ja/44-45; 
ethnic groups, Ja/43- 
45; families, Ja/45; 
food preferences, Ja/ 
27-28; income, Ja/44; 
market fragmentation, 
F/52; market seg- 
mented by city, Ag/49- 
51; meat consumption, 
Ji/10; median age, Ja/ 
45; military service, Je/ 
33; New York City mar- 
ket, Ag/49-51; partici- 
pation in the labor 
force, F/37; population 
growth, Ja/42-44; 
Spanish-language me- 
dia, D/21-22 


Hockey spectators, F/23 


Home-based business: 
characteristics of work- 
ers, D/30-33; telecom- 
munications, D/32; 
women owners, Mr/18 


Home equity loan holders, 


Home environment: 
radon detectors, Je/29; 
water filters, Je/57 


Home Office Computing, D/ 
61 


Home ownership: 
affordability, My/16; 
Characteristics of buy- 
ers, Je/10; cost by city, 
Ap/48; owners of two 
or more, F/23; repeat 
buyers, Je/10 


Home remodeling, My/19, 
60 

Home security, Je/27-29, 
57 


Home shopping, My/2 
Honda Motor Company, D/ 
49 


Honolulu: 
economic conditions, 
JI/56; proximity to 
Asian markets, JV/56 
HOPE Health Letter, S/18 
Horoscope, S/37 
Hospitals: 
marketing strategies, 
Ap/19, S/18; meals for 
outpatients, S/18 


Hotel industry: 
frequent user rewards, 
My/21; in hospital ar- 
eas, Ag/42-43; predict- 
ing success, Ag/42-43; 
siting, Ag/42-43 


Households: 
by state, Ag/13; 
growth, F/15; nonfa- 
mily, N/13-14; single- 
person, D/2 

Housewives: 
Asian, JI/58-59; em- 
ployment patterns, JI/ 
27, 59; self-image, JI/ 
59 

Housework: 
gender-defined tasks, 
D/26-29; tasks, Ap/18, 
D/26-29; time spent 
on, D/26-28 

Housing: 
Statistically average 
house, Ja/19; values, 
JV/23 

Housing construction in- 
dustry, JI/13-15 

Housing statistics, My/10 

Howard Marlboro Group, 0/ 


Hudson Institute, Ag/18 


Hurricanes: 
costs, Ag/6; high-risk 
areas, Ag/6 


Hyatt Hotels, My/21 
Ice-cream market, My/21 


Immigration, Ja/14-15, D/ 
13 


Impact Databank, D/20 


Income: 
before and after taxes, 
N/14; by educational 
attainment, F/10-12, 
My/12; household, N/ 
13 


Information industry, JI/8 
Information policy, Je/8 
instant Medical Tests, Ja/ 


International Health Aware- 
ness Center, S/18 
International Research As- 

sociates, N/19 


lowa, innovative land use, 
Mr/54 

Ixi:z, JU/20 

Jackson, Michael: 
international popular- 
ity, D/54; Pepsi promo- 
tion, D/54 

Jacksonville, Florida, Sym- 
phony Orchestia, $/19 

Japan: 
consumer spending, 
Ja/58; food imports, 
My/56-57; household 
food budgets, My/57; 
market fragmentation, 
Ja/58 

Jewelry, My/60 


Job satisfaction: 
blue vs. white collar, N/ 
19; nonmonetary char- 
acteristics, N/15-16 


Johnson Matthey Limited, 
$/21 


Journal of Advertising 
Research, Mr/21 


Juice (See Fruit beverages) 
Kane, Howard, S/18 
Kansas, 0/53-54 

King Casey, Inc., Ag/20 
Korbel Champagne, F/20 


Labor force: 
educational require- 
ments, F/38; ethnic 
make-up, F/37, Ag/18; 
growth estimates, F/34; 
management attitudes, 
Ag/18; maturation, F/ 
34-41; service occupa- 
tions, N/2; supply, Ag/ 
24 


Landscaping market, My/8 
Langer Associates, D/20 


Laventhol & Horwath, S/49- 
51 


Learning Resources Net- 
work, F/21 


Lear’s, 0/20 
Lefthandedness, Je/61 
Leisure, attitudes toward, 


Lempert Media Information 
Service, Mr/21, S/18- 
19, N/19 


License plates as residence 
locaters, F/56-57 


LINK Resources, D/32-33 


Local marketing: 
complexity of, Ap/47- 
48; demographic data 
use, Ja/25-26, 30; 
newspapers, 0/43-48; 
outdoor advertising, JI/ 
49; purchase data use, 
Ja/25-28, 30; real es- 
tate, Je/44-46; vs. na- 
tional campaigns, Ja/ 
27-30 

LOGOS, S/56 

Looking Forward, S/18 


Los Angeles Times, My/22- 
23 


Magazines: 
for blacks, 0/20; for 
women, 0/20; travel, 
Je/6 (See also specific 
titles) 

Mail-order shopping: 
mature adults, Mr/20; 
resistance to, My/20 


Management Horizons, My/ 
20 


Marinas, JV/52-53 

Market* America, 0/56 

Market Data Retrieval, Ag/ 
20 


Market Development, My/ 
21, D/22 


Market Facts, My/31-33 


Market research tech- 
niques: 
methodology, JI/42-43; 
using survey results, 
Ji/42-43 


Market Statistics, Ag/8 
Markle Foundation, 0/20 


Marriage: 
and productivity N/14; 
blacks, N/60; inter- 
class JI/19; marriage 
rates, N/23-24; never- 
married adults, N/24; 
remarriage rates, N/25 
(See also Cohabitation 
and Divorc:) 


Mature adults: 
attitudes, JI/22; cable 
television, D/21; in- 
come, JI/22; mail-order 
market, Mr/20; stereo- 
types, JI/22 


Mature Market Institute, Ja/ 


Mead Johnson, My/23 

Mediamark Research, F/22, 
23, Ap/19, JI/23, 42- 
43, $/20, 0/19, 0/20, 
21 


Medical: 
laboratories, Ap/21; 
procedures, mapping 
of, N/48; records, D/22; 
testing, fast-service, 
Ja/22; testing, home- 
based, Ja/22, Ag/15-16 


Men: 
grooming products, F/ 
20; health, J/34-37; 
housework share, D/ 
26-27 


MERETRENDS, Ji/22 
Message Factors, S/19 


Metropolitan Statistical Ar- 
eas (MSAs): 
Criteria, Ag/8; income, 
per capita, D/16; politi- 
Cal interference in de- 
fining, Ag/8; population 
growth, projected, Ja/ 
62, 0/62 


Miami, Florida: 
lifestyles, S/50-51; su- 
permarkets, S/50-51 


Microwave ovens, Je/21, N/ 
16 


Middle-aged market, JI/2 
Middle class, Ja/34-35 


Mideast region: 
employment, Ap/63; 
households, Ap/63; 
population, Ap/63 

Midwest Living, Mr/52 

Midwest region, Mr/52 

Migration: 
internal, S/14; inter- 
regional Ja/35-36; ru- 
ral-urban, Ag/:3, D/18; 
seasonal, D/52 

Military: 
family policy, Je/32; 
minorities, Je/33; per- 
sonnel, Je/20; recruit- 
ment strategies, Je/30- 
33; retirement, Ag/45- 
47; women in service, 
Je/33 


Minnesota: 
tourism, Ap/53; travel 
marketing, Ap/53 
Mississippi: 
political conditions, Mr/ 
55; promotional cam- 
paign, Mr/55 


Missouri, N/51-52 

Mobility, Ap/13-15, My/16 

Money, D/50 

Mortgages, adjustable-rate, 
Ap/20 


Mothers: 
first-time, S/18-19; 
housework, Ap/18; par- 
ticipation in the labor 
force, F/18, Ap/18, N/ 
16, D/10; prenatal care, 
$/18-19 

Movie industry: 
advertising in theaters, 
My/22-23; economic 
benefits, Je/52; pre- 
view testing, 0/64 


Music: 
adult preferences, Jl/ 
23; teenage prefer- 
ences, Mr/15, Ag/21; 
women’s preferences, 
JW/23 (See also particu- 
lar kinds of music) 


MRCA Information Service, 
F/22, My/21 


Ms. Foundation, Ja/23 


Naperville, Illinois, street 
system of, JI/51-52 


Nashville, Tennessee: 
as a test market, Ap/ 
51; population by age, 
Ap/51 


Nation's Restaurant News, 
$/19 


National Aeronautics and 
Space Administration 
(NASA), JI/54-53 


National Coalition Against 
Domestic Violence 
(NCADV), Je/18 


National Center for Health 
Promotion, Ja/20 


National Center for Health 
Statistics, Ja/21, S/10, 
N/8 


National Center for Policy 
Analysis, Mr/18 


National Centers for Dis- 
ease Control, Ja/20 


National Gardening Asso- 
ciation, Ap/20, My/8 


National Hockey League, F/ 
23 


National League of Cities, 
Ap/18 

National Restaurant Asso- 
ciation, Mr/14-16, 20- 
21, Ap/20, JI/23, S/19 


National Sporting Goods 
Association, Ja/21 


National Tractor Pulling As- 
sociation, S/18 


Natural Food Merchandiser, 
N/19 


Neiman Marcus, My/20 
New Age Journal, S/34 


New Age movement, S/34- 
37, 60 


New England Consulting 
Group, Ap/21 


New England Economic 
Project, Ja/54 


New England region: 
employment, Ag/63; in- 
come, household, Ag/ 
63; population by age, 
Ag/63; regional identifi- 
cation, Ap/52-54; state 
identification, Ap/52-54 


New Hampshire, S/51-52 


New York City: 
economic conditions S/ 
13-14, 0/52-53; emi- 
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gration to Florida, S/ 
48-49; finance indus- 
try, 0/52-53; labor 
force characteristics, S/ 
13-14 


New Yorker, S/19 
Newsletters, Je/18 


Newspapers: 
competition for adver- 
tising, 0/44; local mar- 
keting strategies, 0/43- 
48; zoning, 0/48 (See 
also Alternative papers) 


Nonprof't organizations, JI/ 
20 


baby-boom market, Je/ 
35-37, 58-59; fund- 
raising strategies, Je/ 
35-37, 58-59 


Non-Smokers Inn, Ja/20 


North Dakota: 
business failures, F/53- 
54; economic condi- 
tions, F/53-54 


Northeast region 
data collection, Ja/54; 
economic forecasts, 
Ja/54 


Norwegian Caribbean Lines, 


rs 


Nostalgia: 
baby boom, 0/2; col- 
lectibles, N/39-41, 60 


Nostalgia Channel (cable 
television), D/21 


Novels as acvertising ve- 
hicles, F/20 


Nursing as a profession: 
career interest in, by 
ethnic group, Ja/48; 
effect of baby boom, 
Ja/61; shortages, Ja/ 
46-48, 61 


Nursing homes, F/16-18 
Occupations, F/38-39 


Office of Technology As- 
sessment, Je/8 

Office Workers, N/8 

Ohio 
automobile industry, D/ 
49; economic condi- 
tions, D/49 

Osco Drug Stores, Ja/23 

Out West, Je/47 

Outdoor advertising: 
advantages, JI/45-47; 
image problems, JI/48; 
use in local marketing, 
JI/46-49 


Outdoor Advertising Asso- 
ciation of America, JI/ 
49 


Ozark mountains, Ag/51-52 


Packaged Facts, My/22, Je/ 
60-61, 0/6 


Paint, Ag/21 


Park Outdoor Advertising, 
JV/46 


Parkland Hospital, Dallas, 
Texas, Ap/21 


Parkside Entertainment, Mr/ 


Payment Services, JI/22 
Pensions, F/16, Je/22-25 
People Weekly, My/2 
Pepsi, Mr/18, D/54 

Pet (firm), F/23 


Philadelphia, Pennsylvania: 
Main Line section, Je/ 
44-46; population by 
age, Je/49; real-estate 
marketing, Je/44-46 


Philip Morris, N/34, 58-59 


Phoenix, Arizona: 
population, projected, 
D/52; seasonal resi- 
dents, D/52 


Pic ‘n Pay Stores, JI/20 

Pier 1 Imports, My/26-28 

*ains region: 
employment, Je/63; 
households, Je/63; 
population, Je/63 


Point-of-Purchase Advertis- 
ing Institute, My/20-21 


Population estimates, 
evaluation of, Ja/50-51 


Populatior growth, by 
state, Ja/14 


Population Studies Center, 


Portland, Maine: 
aconemic growth, Mr/ 
45-48; Old Port sec- 
tion, Mr/46; population 
by age, Mr/47 


Portland, Oregon: 
high-technology indus- 
tries, Ap/52; service- 
sector employment, 
Ap/52 


Poverty: 
Gefinition, ‘siy/42; sta- 
tistical anaiysis, My/42- 
43 

Precious-metal invest- 
ments, Je/21 

Princess Cruises, F/21 

Princeton, New Jersey, My/ 
51-52 

Privatization, Je/64 

Progressive Grocer, Ag/13- 
14 ‘ 


Psychiatric visits, D/18 


Public Opinion Laboratory, 
Ag/2 


Purcell Productions, Je/18 


Quality-of-life surveys: 
methodology '/50; re- 
liability, D/50 


Rabun County, Geurgia: 
growth, D/47-48; re- 
tirement haven, D/47- 
48 


Radio listeners, N/18 
Radon detectors, Je/29 
Ralston Purina, Ja/20, S/18 
Rand Youth Poll, $/21 
Ratings, methodology, Mr/ 


Rebates, S/64 
Reclusive personalities, F/ 
22 


Recreational vehicles, JI/50 
Redbook, 0/22 


Reforms, unintended re- 
sults, D/64 


Regional marketing (See 
Local marketing) 


Regions: 
families, dual-earner, 
Ja/34; income, Ja/34; 
middle class, Ja/34-35; 
migration, inter- 
regional, Ja/35-36; 
popuiation changes, 
Ja/36 


Religious market, F/18, Je/ 
48-49, Ag/28-32, 57- 
58 (See also individual 
regions) 


Reno, Nevada: 
economic conditions, 
Mr/50-51; tourism, Mr/ 
50-51 


Replacements Ltd., F/22-23 


Restaurants: 
beverage preferences, 
Ap/20; family restau- 
rants, Je/14; impor- 
tance of nutrition, S/19; 
middle-age adults pref- 
erences, JI/23; theme 
restaurants, Ja/64; vs. 
brown-bag lunches, Je/ 
19; wine service, Mr/16 


Retail Planning Associates 
JV/22 


Retired persons: 
affluence, Je/22-25; 
military, Ag/45-47; 
places of residence, Je/ 
24-25 


Retirement havens: 
Ozarx mountains, Ag/ 
51-52; Rabun County, 
Georgia, D/47-48; 
rated, Mr/55, 64 
Reynolds, R. J., N/58-59 
Richlife, F/23 
Rock music: 
appeal to teenagers, 


Mr/19, Ag/21; medium 
rock, Ji/23 


Rocky Mountain region: 
employment, JI/63; 
households, JI/63; 
population, JI/63 

Romantic self-image, F/20 


Roper Organization, JI/21 


9/2i 


RSVP Producticns, Ag/21 


Runzheimer International, 
JV/21, 23 


Russia (See Soviet Union) 
Sailing, 0/18, JV6 
San Francisco, D/16 


Santa Fe Southern Pacific 
Corporation, Je/50-51 


Schools, private: 
international recruiting, 
D/36-37; public/private 
partnerships, D/37, 61; 
recruiting strategies, D/ 
34-37, 61 


Screen Vision Cinema Net- 
work, My/22 


Self, $/20 


Service Corporation Inter- 
national, Ap/19 


Sex: 
attitudes toward, Je/16, 
60; desire, Ja/16 


Sewing, home-based: 
direct-mail market, 0/ 
38, 58-57; equipment, 
0/60; market segmen- 
tation, 0/36-38, 58-59 


Shampoo advertising, =/20 


Shopping, attitudes toward, 
My/20 

Simmons Market Research 
Bureau, F/20-21, Mr/ 
29, JI/42-43, Ag/56, S/ 
21 


Single persons: 
consumer spending, by 
sex, Ap/22-27; di- 
vorced or widowed, 0/ 
14; income, Ap/22-27; 
marketing to, D/2 


Siting businesses, Ap/42- 
43, Ag/42-43 


Sitmar (cruise line), F/21 


Ski-resort medical clinics, 
0/54 

Smell, sense of, Ja/13 

Smoking: 
attitudes towards, N/ 
36-37; bans, N/58; 
market segmentation, 
N/36-37; rate, Ja/20; 
risk-taking behavior of 
smokers, Ja/20; un- 
healthy lifestyles of 
smokers, 0/13-14 


Soap operas: 
audiences, 0/30; re- 
flection of real world, 
0/30-31; violence, 0/ 
31 


Soap Opera Upilate, 0/28, 
58 


Social classes, Mr/36 
Social mobility. Mr/34-37 
Social Securivy, F/2 
Soleil o la Fioride, My/54 


Southeast region: 
em:ioyrcent, S/63; 
hovrsels.ds, S/63; 
populat:on, S/63 


Southern Bride, S/19 


Southwest region: 
household income. My/ 
63; household size, 
My/63; population 
growth, My/63 


Soviet Union: 
exchanges with Census 
Bureau, F/15-16; food 
preferences, F/58; 
quality of statistics, F/ 
15; youth market, F/58 


Speciai Market Services 
(SMS), Ag/20 


Special Events Report, N/20 
Spiegel Company, Ag/18 


Sports: 
equipment market, Mr/ 
24-31; events as mar- 
keting vehicles, 0/50- 
51, N/20; girls’ partici- 
pation, 0/14; high 
school football, S/8; 
participants targeted, 
Je/21; professional 
sports spectators, 0/ 
18-19; professional vs. 
college sports, 0/18; 
winter, N/47 


Sports Management Lim- 
ited, Mr/18 


SRI International, 0/10 
Starch Inra Hooper, S/21 
Stat-Packets, My/58-59 


States: 
ranked by size, Ap/14; 
population change, Ap/ 
14 


Statistical Abstract of the 
U.S., JV13 


Statistical analysis: 
chi-square analysis, 
Ap/60; cluster analysis, 
Mr/42-43; computer 
software, Ap/60, My/ 
58-59; factor analysis, 
Mr/43; percentage dis- 
tributions, D/42-43; 
population estimates, 
Ja/50-51; projections, 
F/48-50, 0/42-43 


Station Times, S/18 


Street systems, suburban, 
Ji/51-52 


Stock market: 
post-crash re over. 0/ 
52-53; restruc uring, 
0/52-53 

Supermarkets: 
Miami, Florida, $/50- 
51; shopping, My/2 
20-21; specialty de 
partments, Ag/13-14; 
take-out food, Ja/27 


Survey design, Ja/6, Ap/10, 
Je/13-14 

Survey of Consumer Fi- 
nances, Ja/@ 


Survey of Income and Pro- 
gram Participation 
(SIPP), F/10, 16 


Symphony orchestras, Je/ 
19 


Target Marketing, My/20 
Taxes, N/14 
Teachers, Ag/20 


Teaching: 
as a profession, Ja/48: 
job satisfaction, Ja/16 


Team Connecticut, 0/18 
Technology transfer, JI/54- 
55 


Teenage Research Unlim- 
ited, Mr/19, 20 


Teenagers: 

appeal of rock music 
to, Mr/19; consump- 
tion, Je/21; expendi- 
tures, Je/21; food pref- 
erences, S/19; market- 
ing to, D/22; television 
commercial tune out, 
Mr/20; television 
watching, Mr/20 


Telephone sales, attitudes 
toward, My/20 


Television: 
network vs. cable, N/ 
18-19; religious pro- 
gramming, F/18; teen- 
age viewing, Mr/20; 
viewing statistics, Ji/16 
(See also Cable televi- 
sion and Soap operas) 


Time use, shopping, My/2 


Tobacco industry: 
advertising, N/34-37, 
58-59; smokeless ciga- 
rette, N/59 


Toilets: 
number of, Ap/2; talk- 
ing, Ag/19 

Toledo, Ohio: 
economic conditions, 
My/50-51; population 
by age, My/51 

Toys, My/60, D/21 

Tractor pulling, Mr/18 


Traffic counts: 
information contained, 
Ap/42; marketing use, 
Ap/43 

Translation, machine, S/54 

Transportation, intercity, 0/ 
53-54 

Travel, business, JI/21 

Travel-Holiday, Je/6 

Travel magazines, Je/6 

Travel, personal: 
adventure, Ag/38-39, 
59-61; countries vis- 
ited, My/32; elderly 
market, Ap/20; food 
preferences, F/21-22; 
miles driven, JI/15; sea 
cruises, F/21; sources 
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of information, My/18- 
19; states visited, My/ 
32-33 


Travelers, demographic 
characteristics, Mr/21, 
My/31-32 


Trinet, Inc., Ag/18-19 


Truck drivers: 
image, Mr/21; pro- 
jected shortages, Mr/ 
21 


Trucks, compact: 
market segmentation, 
Ja/40-41; product 
types, Ja/40 


Umbrellas, Ap/6 


United Hospital, St. Paul, 
Minnesota, S/18 


US 1, My/51-52 


U.S. League of Savinys In- 
stitutions, Ap/20 


U.S. Travel Data Center, Jl/ 
21 


US West, Ja/55-56 
USA Weekend, 0/43 


United Way of America, Mi/ 
42-43 


University Hospital, Chapel 
Hill, North Carolina, Ap/ 
21 


University of Denver, Ap/18 


University of Massachu- 
setts Medical Center, 
Ja/20 


UPC scanners, Ag/2 
Utne Reader, Je/36, S/36 


Vacations, Ag/38-41 (See 
also Travel, personal) 


Valentine cards, F/20 
Vampires, 0/13 


Vance Research Services, 
Je/42 


Videotapes: 
advertising, Ap/19, Ag/ 
18; cattle auctions on, 
Je/50; for do-it-your- 
self market, Je/21 


VISA USA, F/23 


Vision products: 
market segmentation, 
D/40-41; size of mar- 
ket, D/38-40 


Vital Statistics, collection 
of, N/8 


Voting-age population, N/ 
62 


Voting behavior, N/18 
Walking as exercise, Ja/15, 
21 


Wall Street Journal, 0/43 
Warner-Lambert, Je/18 
Wartime advertising, F/64 


Washington, D. C. metro- 
politan area, Ag/47-49 


Water: 
bars, JI/20; bottled, S/ 
30, 0/19; drought, S/ 
31; regional supply and 
demand, S/28-32 


Water Technology, S/30 


Waterbed Health Organiza- 
tion, Ag/20-21 

Waterbeds, Ag/20-21 

Wealth, Ja/8 

Weddings, S/19 

Western states, Je/47-48 

Wine: 
Finger Lakes, New 
York, area, 0/49-50; 
preference by sex, Mr/ 
16; served at restau- 
rants, Mr/16; vinifera 
vs. labrusca, 0/49 


Winn Dixie, $/49-51 


Winter: 
clothing for, N/46-47; 
festivals, N/47; sports, 
N/47; urban design for, 
N/45-46 


Women: 
adult education for, Ap/ 
18; as automobile con- 
sumers, Mr/18, N/28- 
31; collectors, N/41; 
consumer spending, 
Ap/22-24; consump- 
tion, projected, Mr/18- 
19; elected officials, 
Ap/18; foc prefer- 
ences, D/22; health 
problems, J\/34-37, S/ 
20; housework share, 
Ap/18, D/26-29; in- 
come, vs. men’s, Ja/ 
10; leisure, Ap/18; 
magazines for, 0/20; 
military service, Je/33; 
occupational goals, Ja/ 
46; occupations, Ja/10, 
56, F/53; restroom fa- 
cilities, Ap/2; self-es- 
teem, JI/36-37; smok- 
ers, N/37; work experi- 
ence, Ja/56 (See also 
Housewives 2nd head- 
ings beginning with 
“Women”) 

Women, Asian: 
empioymer*, 1/58-59; 
marketing to, JI/58-59 

Women at Large, Ja/21 

Women doctors, Ja/48 


Women executives, Ag/18- 
19 


Women in the labor force 
availability of child 
care, Ag/24; employ- 
ment patterns Ji/24-27, 
59; fertility rate, D/10; 
projected growth, Mr/ 
19 

Women, larger: 
fashion videotapes, Ag/ 
18; marketing to, Ag/18 


Woods & Poole Economics, 


Work schedules, My/16-18 
Work, value of, N/19 
Worklife, quality of, 0/16 


Working Assets Funding 
Service, Ja/23 


Working Woman, Ap/18 
Working Mother, Ap/18 


Daniel Yankelovich Group, 
0/19-20 


Young Adult/Teen Market 
Report, S/20 


Young American's Bank, F/ 


Your Choice, JI/20 
Youth market, My/22, Ag/ 
21 


Youth Monitor, F/28-32 
Yuppies, Ja/2 

Zandl Slant, Mr/19 
Zydeco, My/47 


AUTHOR/TITLE 


¢ Allen, James P. and Eugene 


J. Turner. Where to 
Find the New Immi- 
grants, S/23-27, 59-60 


Ambry, Margaret. At Home 
in the Office, D/30-33, 
61; How to Forecast a 
Medical Market, F/48- 
50; Sew What? 0. 36- 
37, 58-60 


Baker, Ross K. Casagraph- 
ics, 0/64; Color Bars, 
Ag/64; Combat Cuisine, 
Ja/64; It’s an Ill Wind, 
Ap/64; Negative Re- 
search, JI/64; Paved 
with Good Intentions, 
D/64; Presidential 
Picks, N/64; Privatiza- 
tion First Class, Je/64; 
Raters of a Lost Art, 
Mr/64; Rebate Debate, 
$/64; Shooting with 
Blanks, F/64; Youthful 
Excesses, My/64 


Blackburn, McKinley L. and 
David E. Bloom. Re- 
gional Roulette, Ja/32- 
37 


Bloom, David E. and Todd 
P. Steen. Why Child 
Care is Good for Busi- 
ness, Ag/22-27, 58-59 


Boone, Louis, David L. 
Kurtz and C. Patrick 
Fleenor. Road to the 
Top, Mr/34-37 


Brooks, Christine M. Arm- 
chair Quarterbacks, Mr/ 
28-31 


Broussard, John. Cooking 
in a Melting Pot, S/45- 
47 


Buglass, Karen. Private 
Schools Meet the Pub- 
lic. D/34-37, 61-63 


Bulman, Philip. Teeny- 
Weeny Watermelons, 
Ag/52-54 


Cheskis-Gold, Rena. Child 
Care: What Parents 
Want, F/46-47 


Crispell, Diane. CACI Con- 
quers Geography, 0/ 
56; Collecting Memo- 
ries, N/38-41, 60; Con- 
venient Stats, My/58; 
Helping Handshake, S/ 
58-59; Locating Cus- 
tomers, F/56-57; Mac 
Mapping, Ja/60; Play- 
ing Detective, Ap/60; 
Supermap, N/56; 
What's in a Name? Je/ 
56-57 


Curtindale, Frieda. Market- 
ing Cars to Women, N/ 
28-31 


Cutler, Blayne. Anything for 
a Thrill, Ag/38-41, 59- 
61; China's Little Em- 
perors, Mr/58; Extinct 
in Asia, JI/58-59; 
Global Face of Aids, 
4/56; Ice Cream Di- 

umacy, F/58; Move 
ver, Miso, My/56-57; 
Pe'm Tree Grows in 
Brook'yn, S/48-49; 
Parlez- Vous Fujitsu?, 
S/56; Simmons Says, 
Ag’’56; Soda Soul Su- 
perstar, 0/54; United 
States of Europe, Je/54 


Edmondson, Brad. Bringing 
in the Sheaves, Ag/28- 
32, 57-58; Coffee, Ink, 
and Gasoline, Je/47- 
48: Cowboy, Go Home, 
Mr/50-51; Cracking the 
Code, JI/49; In Vinifera 
Veritas, 0/49-50; Long- 
Way-from-Home Blues, 
N/49-51; Marketing the 
Melting Pot, Ap/50-51; 
Master of Disaster, Mr/ 
42; Party's Just Begin- 
ning, Ag/47-49; Tale of 
Two Toledos, My/50- 
51; Targeting Amer- 
ica’s Hat Spots, Ja/24- 
30 


Exter, Thomas. Baby-Boom 
Voters, N/62; Far West, 
Mr/62; Great Lakes 


Region, F/62; High- 
Flying Metros, Ja/62; 
How to Find Your Next 
1,000 Customers, D/ 
42-43; Metropolitan 
Growth, 0/62; Mideast 
Region, Ap/63; New 
England, Ag/63; Op- 
tions for Optometrists, 
D/38-41; Peak-A-Boo, 
D/63; Plains, Je/63; 
Rocky Mountains, JI/ 
63; Southeast, S/63; 
Southwest, My/63 


Geise, Alenka S. and Wil- 
liam A. Testa. Targeting 
High-Tech, My/38-41, 
59 


Green, Kenneth C. Who 
Wants to Be a Nurse? 
Ja/46-48, 61 


Gonzales, Monica. Safety 
First, Je/26-29, 57-58 


Gonzales, Monica and Brad 
Edmondson. Smoking 
Class, N/34-37, 58-59 


Guseman, Patricia K. How 
to Pick the Best Loca- 
tion, Ag/42-43 


Hamel, Ruth and Tim 
Schreiner. Aloha, Stock 
Traders, J/56; Am- 
nesty Consumers, My/ 
52-53; Billboards Want 
Respect, JI/45-48; 
Chile-Pepper Market, 
Ag/54; Coors Courts 
Hispanics, N/54; Ignor- 
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